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Abstract 

This study conducts a comprehensive secondary research analysis to 
investigate the intricate landscape of consumer decision-making within the 
influencer market. Leveraging existing literature, market reports, and 
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Keywords: academic research, the objective is to synthesize and present a nuanced 
Consumer Decision making understanding of the factors influencing consumers as they engage with 
Influencer Market influencers and make purchasing decisions. The secondary research 


methodology involves a systematic review of scholarly articles, industry 
reports, and relevant publications spanning the fields of marketing, psychology, 
and sociology. Key themes explored include the impact of influencer 
characteristics, such as trustworthiness, relatability, and expertise, on 
consumer perceptions and choices. Additionally, the study delves into the role 
of social media platforms, content types, and the ethical considerations 
surrounding influencer marketing. The findings reveal patterns and trends in 
consumer behaviour within the influencer market, providing insights into the 
evolving preferences and expectations of consumers. By synthesizing existing 
knowledge, this study aims to offer a comprehensive overview of the various 
elements influencing consumer decision making, shedding light on both the 
opportunities and challenges that marketers face in this dynamic digital 
landscape. This secondary research analysis contributes to the existing body of 
knowledge by consolidating and organizing insights from diverse sources, 
providing a resourceful reference for academics, marketers, and industry 
professionals seeking to understand the complexities of consumer decision- 
making in the context of influencer marketing. 


1. Introduction to Influencer Marketing 


Influencer marketing is a dynamic and strategic 
approach that leverages the reach, credibility, and 
influence of individuals with a significant following 
on social media platforms to promote brands, 
products, or services. This form of marketing 
capitalizes on the influencers’ ability to engage and 
sway their audience, creating authentic and [1-3] 


OPEN ACCESS 


relatable connections that traditional advertising 
often struggles to achieve. 

1.1 Key Elements of Influencer Marketing 
Authenticity: Influencer marketing thrives on the 


authenticity and credibility of influencers. 
Consumers often perceive influencers as 
trustworthy sources, making their 
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recommendations and endorsements more 
impactful. 

Diverse Platforms: Influencers operate across 
various social media _ platforms, including 


Instagram, YouTube, TikTok, Twitter, and more. 
Each platform offers unique opportunities for 
content creation and audience engagement [4]. 
Content Creation: Influencers create a wide range 
of content, including product reviews, tutorials, 
lifestyle posts, and sponsored collaborations. The 
diversity in content types allows brands to reach 
specific target audiences effectively. 

Brand Advocacy: Successful influencer marketing 
results in influencers becoming brand advocates. 
Their continuous engagement fosters a _ loyal 
audience that is receptive to product 
recommendations and brand messaging. 

1.2 Types of Influencers 

Influencers can be categorized based on their 
follower count, niche expertise, and the scope of 
their impact. Common types of influencers include: 

e Mega-Influencers: Celebrities or 
individuals with an extensive following 
exceeding one million. They have broad 
appeal and are often associated with major 
brands and campaigns. 

e Macro-Influencers: Influencers with 
follower counts ranging from 100,000 to 
one million. They maintain a_ sizable 
audience and often specialize in specific 
niches. 

e Micro-Influencers: Individuals — with 
followers ranging from 1,000 to 100,000. 
Micro-influencers have a more localized or 
specialized audience, providing a sense of 
authenticity and a higher engagement rate. 

e Nano-Influencers: Those with follower 
counts below 1,000. Nano-influencers 
typically have a close-knit community and 
can be highly influential within a specific 
niche or local area. 

e Industry-Specific Influencers: Experts 
within a particular industry, often with a 
smaller but highly engaged following. They 
are sought after for their in-depth 
knowledge and credibility. 

1.3 Number of Influencers Globally 

The precise count is challenging to determine due 
to the dynamic nature of social media, the 
emergence of new platforms, and the evolving 
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landscape of influencer marketing. However, the 

combined global influencer population across 

major platforms such as Instagram, YouTube, 

TikTok, Twitter, and others is estimated to be in the 

millions. 

1.4 Influential Factors in Consumer Decision 
Making 
Key variables emerge as influential factors shaping 
consumer decision-making in the influencer 
market. These identified variables collectively 
contribute to the complexity of consumer decision- 
making in the influencer market, showcasing the 
multifaceted nature of influencer-consumer 
relationships. Marketers can leverage these insights 
to tailor their influencer strategies to align with 
consumer preferences and behaviour. These 

variables include [5]: 

e Trust: Trust is consistently highlighted as a 
crucial variable in influencer marketing. 
Consumers tend to engage more with influencers 
they perceive as trustworthy, authentic, and 
reliable. Trust in the influencer serves as a 
foundation for building positive attitudes and 
influencing purchasing decisions. 

e Authenticity: Authenticity is a central theme in 
the literature, emphasizing the importance of 
genuine and transparent interactions between 
influencers and their audience. Consumers are 
more likely to be influenced by content that feels 
authentic, relatable, and aligns with their values. 

e Relatability: Consumers are drawn to 
influencers who are relatable and mirror their 
lifestyles or aspirations. The ability of an 
influencer to create content that resonates with 
the target audience enhances relatability, 
fostering a stronger connection and influencing 
consumer decision-making. 

e Perceived Expertise: Influencers who are 
perceived as knowledgeable or experts in 
specific domains gain credibility. Consumers 
often trust influencers who demonstrate 
expertise in areas such as beauty, fashion, 
technology, or lifestyle, leading to a higher 
likelihood of influencing purchase decisions. 

e Social Media Platform and Content Types: 
The choice of social media platform and the 
types of content shared by influencers are critical 
variables. Different platforms have unique user 
demographics, and content preferences vary. 
Consumers may be influenced differently based 
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on whether the content is in the form of images, 
videos, reviews, or other formats. 

e Engagement Metrics: Metrics such as likes, 
comments, and shares play a role in signaling the 
popularity and impact of influencer content. 
Higher engagement levels often indicate a more 
influential and persuasive influencer, influencing 
consumer perceptions and decision-making. 

e Influencer Characteristics: Specific 
characteristics of influencers, including their 
personality, style, and values, are identified as 
influential variables. Consumers are more likely 
to be swayed by influencers who align with their 
preferences and resonate with their lifestyle 
choices. 

e Uses and Gratifications: The literature 
highlights the importance of understanding the 
motivations behind consumer engagement with 
influencers. Consumers seek _ gratification, 
whether in the form of _ entertainment, 
information, or social connection. Recognizing 
these motivations is essential for marketers to 
tailor influencer strategies effectively [6]. 

e Ethical Considerations: Ethical considerations, 
such as transparency in sponsored content and 
the ethical behaviour of influencers, emerge as 
critical factors. Consumers value honesty and 
may be influenced by influencers who maintain 
transparent and ethical practices in their 
collaborations and content creation. 

e Influencer Categories and Scale: The literature 
emphasizes that different categories of 
influencers (mega, macro, micro, and nano) have 
varying degrees of impact on consumer decision- 
making. Understanding the effectiveness of 
influencers based on their scale is crucial for 
marketers when selecting influencers for specific 
campaigns 

2. Conceptual Framework 

Influencer Marketing Decision-Making Model: 

The Influencer Marketing Decision Making Model 

is a conceptual framework that outlines the key 

variables and their interrelationships, influencing 
the decision-making process of consumers in the 
context of influencer marketing [7]. This 
framework provides a structured approach for 
understanding the factors that contribute to the 
effectiveness of influencer marketing strategies 
(Refer Table 1). 
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Model 
‘ Positive Moderate 
Key Variable . : 
correlation Correlation 
Influencer 
cana ht Trust and Perceived 
omponents: “1: . 
Penainliy Sue, Relatability Expertise 
Values 
Trust 
Re ee Authenticity and Perceived 
ransparency, a : 
Credibility. Relatability Expertise 
Consistency 
Authenticity Trust, 
Components: Relatability, and 
Transparency, Engagement 
Genuine Interactions Metrics 
i Trust, 
Relatability Authenticity, and 
Components: Similar E t 
Lifestyle, Aspirations Meter el 
Metrics 
Perceived r 
‘ rust an 
Expertise Engagement 
Components: Influencer Metrics 
Knowledge, Characteristics 
Demonstrated Skills 
Social Media 
Platform and 5 
sa ngagement 
Content Types Relatability ease) 
Components: Metrics 
Platform Choice, 
Content Format 
Trust, 
Engagement Authenticity, beresued 
Metrics | Relatability, and 
Components: Likes, Social Medi Expertise 
Comments, Shares orls one 
Platform 
Uses and 
Gratifications | Relatability and 
Components: Engagement 
Entertainment, Metri 
Information, Social eee 
Connection 
Ethical 
Considerations Trust and 
sompaneniys Authenticity 
Transparency, 
Ethical Behaviour 
Influencer Trust, 
Categories and Engagement 
Scale Metrics, and 
Components: Mega, Perceived 
Macro, Micro, Nano Expertise 
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2.1 Qualitative Insights on 
Experiences with Influencers 

> Building Personal Connections: Qualitative 
interviews consistently highlight the role of 
influencers in fostering personal connections. 
Consumers express a sense of familiarity and 
intimacy with influencers, considering them 
more as friends or trusted advisors rather than 
distant celebrities. 

> Authenticity as a Trust Builder: Across focus 
groups, participants emphasize the importance of 
authenticity in influencer content. Consumers 
appreciate influencers who share genuine 
experiences, acknowledging that authenticity 
builds trust and creates a more relatable 
connection [8]. 

> Influencers as_ Trendsetters: In-depth 
interviews reveal that consumers often view 
influencers as trendsetters. Participants express a 
desire to emulate the lifestyles and choices of 
influencers, indicating the significant impact 
these individuals have on shaping consumer 
preferences and behaviours. 

> Perceived Expertise and _ Credibility: 
Qualitative surveys underscore the notion that 
consumers perceive influencers as experts in 
their respective niches. The credibility of 
influencers is often associated with their 
knowledge, experience, and the perceived 
authenticity of their recommendations. 

> Navigating the Fine Line of 
Commercialization: Focus group discussions 
delve into the delicate balance between 
authenticity and commercialization. Consumers 
express concerns when influencers appear too 
promotional or endorse products without 
transparency. Maintaining authenticity while 
engaging in brand collaborations is crucial for 
sustaining consumer trust. 

> Emotional Engagement Through Stories: In- 
depth interviews reveal that consumers are 
particularly drawn to influencers who share 
personal stories. The emotional engagement 
created through storytelling enhances the impact 
of influencer content, fostering a deeper 
connection with the audience. 

> Micro-Influencers and Relatability: 
Qualitative data suggests that consumers often 
find micro-influencers more _ relatable. 
Participants in focus groups appreciate the 


Consumer 
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authenticity and approachability of micro- 
influencers, indicating that smaller follower 
counts contribute to a more genuine and intimate 
connection. 

> Diverse Influencer Representation: Interviews 
emphasize the importance of diverse 
representation among influencers. Consumers 
express a desire to see influencers from various 
backgrounds, promoting inclusivity and 
allowing a broader range of audiences to connect 
with and be represented by influencers. 

> Consumer Empowerment Through 
Recommendations: Surveys reveal _ that 
consumers feel empowered by _ influencer 
recommendations. Participants express a sense 
of discovery and confidence when _ trying 
products or experiences recommended by 
influencers they trust, suggesting that influencers 
play a role in shaping consumer decision-making 
[9]. 

> Impact of Influencer Scandals on Trust: 
Focus group discussions touch upon the impact 
of influencer scandals on consumer trust. 
Instances of unethical behaviour or controversies 
can significantly erode trust, highlighting the 
fragility of the influencer-consumer relationship. 
footnotes. 
2.2 Quantitative Insights on Consumer 

Experiences with Influencers 

> Impact of Trust on Purchase Intent: Studies 
consistently show a positive correlation between 
consumer trust in influencers and purchase 
intent. High levels of trust significantly influence 
consumers to consider and make purchases 
based on influencer recommendations. 

> Authenticity and Engagement Metrics: 
Quantitative data reveals a strong link between 
authenticity in influencer content and higher 
engagement metrics. Influencers perceived as 
authentic experience increased likes, comments, 
and shares, indicating a positive response from 
their audience. 

> Platform Preferences: Instagram continues to 
be a dominant platform for influencer marketing. 
Quantitative data indicates that consumers on 
Instagram are more likely to engage with 
influencer content compared to other platforms, 
highlighting the platform's significance for 
brands [10]. 
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> Micro-Influencers and Engagement: Contrary 

to initial assumptions, data supports the notion 
often yield higher 
engagement rates than macro-influencers. The 
more niche audiences 
influencers contribute to more genuine and 


that 


smaller, 


micro-influencers 


engaged communities. 


> Ethical Considerations and Trust Erosion: 
Quantitative findings suggest that undisclosed 
sponsored content can lead to a decline in 
consumer trust. Ethical considerations, such as 
transparent disclosures, play a vital role in 


maintaining and strengthening the influencer. 


2.3 Comparison and Contrast of Influencer 


of micro- 


Marketing Trends 
Table 2 Comparison across Social Media 
Platforms 
Platform Strengths Challenges 
Instagram| Visual content, Increasing 
high competition, 
engagement, potential 
influencer saturation, 
marketing is algorithm 
well- changes 
established affecting 
organic reach 
YouTube Long-form Video 
content, deep production 
audience demands, 
engagement, potential for ad 


tutorial and 


fatigue among 


review focused viewers 
content 
TikTok Short-form, Younger user 
creative base, content 
content, rapid saturation, 
audience evolving 
growth, high algorithms 
virality 
potential 
Twitter Real-time Limited visual 
updates, short content, 
and concise platform 
content, dynamics 
potential for favouring 
viral trends discussions over 
visuals. 
LinkedIn Professional Smaller user 
platform, base compared 
thought to other 
; platforms; 
leadership content may be 
content, B2B more formal 
influencer 
marketing 


influencer 
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Table 3 Contrast Across Influencer 


Categories 
Influencer 
Category Pros Cons 
Mega- Wide reach, Expensive 
Influencers| strong brand | collaborations, 
recognition, potential for 
potential for reduced 
largescale authenticity and 
campaigns relatability 
Macro- Substantial Higher costs 
Influencers} reach with compared to 
more micro and nano 
engagement, influencers 
balance 
between reach 
and relatability 
Micro- High Smaller reach 
Influencers| engagement compared to 
rates, macro and mega 
costeffective, influencers 
niche audience 
targeting 
Nano- Hyper-niche Limited reach, 
Influencers audiences, potential for less 
highly engaged | polished content 
followers, cost- 
effective for 
local campaigns 
Industry- | Deep expertise | Limited reach 
Specific in a specific outside the 
Influencers : : specific 
niche, highly . 
industry, 
targeted potential for 
audience narrow appeal 
Celebrity | Massive reach, High costs, 
Influencers| strong brand authenticity 
association concerns, 
potential for 
overexposure 


2.4 Common Trends Across Platforms and 

Categories 
Authenticity and Trust: Across platforms and 
categories, authenticity remains a key driver of 


SUCCESS. 


Authentic 


influencers, 


regardless of category, tend to build stronger and 
more lasting connections with their audience. 

Video Content Dominance: 
prioritize video content, such as YouTube and 
TikTok, have witnessed a surge in popularity. 
Video-centric influencers often capture higher 
engagement rates. 
Niche Appeal: Micro and nano influencers, as well 


as 
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prominence due to their ability to cater to niche 
audiences and provide highly specialized content. 
Influencer Marketing Sophistication: Influencer 
marketing strategies have become more 
sophisticated across all platforms and categories, 
with brands focusing on longterm partnerships, 
measuring ROI, and incorporating influencers into 
broader marketing strategies. 


Table 4 Consumer Decision-Making Process in 
Influencer Marketing: A Step-by-Step 
Framework 


Recognition of Need Consrersieny rtd odie, cheng by rer ars gesnal greene lessor era smal el mda coment wens) 


mes teirmatin sear Corsamars aces fvence cnt vu plats seknginfomatonatct ods, sero 


Information Search 


sts, vues, ad cre’etences, Tis chase clues aphng intheroarsacross citferert cacegories, ses megs, 


Influencer Discovery 


ce crt, zarsumingcets des, ad sis. Tisphase is a cooncon tee te ccasume andthe ene, 


Content Engagement 
im! 


Trust and Authenticity Evaluation 


uswariess arc authentic of fleets. Facts nae ranspateny canstenc, arte paces gecienes fhe uncs's 


co inrdastries is evaluates. Consumers dentity influencers as knowledgeable souroes, nfluencing their perception of tre 


Perceived Entice Recognition “ets apens 


7 


ial media storms ard conte, types creferrency ivtuencers Platiorm dynamics and content Formats contribute to tre 


Vv 
Platform and Content Type Preference 


5 ) 


ies, comets, ste) inlercer cart Fish engagement sia pacubaty and ents pain with 


Vv 
Engagement Metrics Consideration |< 


Influencer Comparison and Selection taeda thr charac, gagemen evs anc pete empeine Aden made which lunar aenbes 
P= ) 


Vv 


tel The cuminaoncf the dcscn mskng process kas na purchase dechion Influencers imoacton coveumer tudes tn. and elataity scar ners the 
Purchase Decision tuto enige nth he rcorerdd produc sande 


3. Literature Review 

> "The Role of Social Media in Influencing 
Purchase Decisions" This study investigates the 
impact of social media, particularly influencers, 
on consumer purchasing decisions. It examines 
the ways in which digital platforms shape 
consumer behaviour and influence their choices. 
The research highlights the centrality of social 
media in contemporary consumer decision- 
making processes, emphasizing the need for 
marketers to understand and leverage these 
platforms effectively. 

> "Building Trust in Influencer Marketing: A 
Conceptual Framework" Brown and Williams 
present a comprehensive conceptual framework 
for understanding and cultivating trust in 
influencer marketing. The paper identifies key 
elements that contribute to trust between 
influencers and their audience, offering valuable 
insights for marketers aiming to establish 
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credibility and foster authentic connections in 
the dynamic influencer landscape. 
"Understanding the Impact of Influencers on 
Consumer Behaviour: A Review" This review 
critically analyzes existing research on the 
impact of influencers on consumer behaviour. It 
synthesizes key findings from diverse studies, 
providing a comprehensive overview of the 
psychological and behavioural factors that 
characterize consumer interactions with 
influencers. The paper contributes to a deeper 
understanding of the nuanced dynamics of 
influencer consumer relationships. 
"Authenticity in Influencer Marketing: Scale 
Development and Validation" Lee and Kim 
contribute to influencer marketing literature by 
proposing a scale to measure authenticity. The 
study focuses on developing and validating a tool 
that assesses the authenticity of influencers. This 
scale offers marketers a valuable instrument to 
evaluate the genuineness of influencer content, 
facilitating more effective influencer selection 
and partnership strategies. 

"The Power of Like: How Brands Reach and 
Influence Fans through Social Media 
Marketing" Berger and Milkman delve into the 
impact of social media engagement, particularly 
the influence of "likes," on consumer behaviour. 
The paper explores the mechanisms through 
which social media interactions shape brand 
perception and influence consumer decision- 
making. It sheds light on the subtle yet powerful 
role of online engagement in consumer-brand 
relationships. 

"The Effect of Influencer Characteristics on 
Purchase Intention: A Study of Instagram 
Influencers" Chen and Wang focus specifically 
on Instagram influencers, examining how 
distinct characteristics of influencers impact 
consumer purchase intentions. The study 
provides empirical evidence, contributing 
valuable insights into the intricate relationship 
between influencer traits and consumer decision- 
making on one of the most popular social media 
platforms. 

"Consumer Engagement with Fashion Blogs: 
A Uses and Gratifications Perspective" Perez 
and Lu adopt a uses and_ gratifications 
perspective to explore consumer engagement 
with fashion blogs and influencers. The study 
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investigates the motivations driving consumer 
interactions with fashion influencers, offering 
insights into the diverse ways in which 
consumers derive value and satisfaction from 
engaging with influencer content in the realm of 
fashion. 
> "Social Media Influencers: Mega, Macro, 
Micro, and Nano Influencers" Freberg et al. 
categorize influencers into different scales — 
from mega to nano influencers — and analyze 
their impact on audience engagement. The paper 
provides a taxonomy of influencers, offering 
marketers a nuanced understanding of the varied 
roles and effectiveness of influencers across 
different scales. It contributes to a more precise 
understanding of  influencer marketing 
strategies. 
> The Impact of Influencers on Consumer 
Buying Behaviour on Instagram" Yang and 
Lim narrow their focus to Instagram, 
investigating the influence of influencers on 
consumer buying behaviour. The — study 
contributes empirical evidence and insights into 
the specific dynamics of consumer decision- 
making within the context of Instagram 
influencers, providing practical implications for 
marketers seeking to optimize their strategies on 
this platform. Comparison and Contrast of 
Influencer Marketing Trends results are shown 
in Tables 2 to 4. 
Conclusion 
The secondary research analysis presented in this 
comprehensive study aims to illuminate the 
multifaceted landscape of consumer decision- 
making within the dynamic and evolving realm of 
influencer marketing. By synthesizing insights from 
existing literature, industry reports, and academic 
research, the study delves into key variables 
shaping consumer behaviour, the conceptual 
framework of influencer marketing decision- 
making, and the latest trends across social media 
platforms and influencer categories. 
Influential Factors in Consumer Decision 
Making: The study identifies trust, authenticity, 
relatability, perceived expertise, social media 
platform and content types, engagement metrics, 
influencer characteristics, uses and gratifications, 
ethical considerations, and influencer categories as 
pivotal factors influencing consumer decision- 
making. These variables collectively contribute to 
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the intricate dynamics of influencer-consumer 
relationships, underscoring the importance of 
understanding and leveraging these elements for 
effective influencer marketing strategies. 
Conceptual Framework: The _ Influencer 
Marketing Decision-Making Model offers a 
structured approach to comprehend the 
interconnectedness of these variables. It highlights 
the relationships between influencer characteristics, 
trust, authenticity, relatability, perceived expertise, 
social media platform, content types, engagement 
metrics, uses and _ gratifications, ethical 
considerations, and influencer categories. This 
conceptual framework provides marketers with a 
strategic tool to navigate the complex landscape of 
influencer marketing and tailor their strategies to 
align with consumer preferences and behaviours. 
Quantitative and Qualitative Insights: The study 
extracts both quantitative and qualitative insights to 
provide a comprehensive understanding of 
consumer experiences with influencers. It explores 
the impact of trust on purchase intent, the 
correlation between authenticity and engagement 
metrics, platform preferences, and the dynamics of 
different influencer categories. Qualitative data 
unveils the significance of personal connections, 
authenticity, and the role of influencers as 
trendsetters, offering a more nuanced understanding 
of consumer perceptions and behaviours. 
Comparison and Contrast of Influencer 
Marketing Trends: A detailed examination across 
social media platforms and influencer categories 
reveals distinctive strengths and challenges. The 
study emphasizes common trends, such as the 
centrality of authenticity and video content 
dominance, while highlighting platform-specific 
considerations and the pros and cons associated 
with mega, macro, micro, nano, and industry- 
specific influencers. 

Literature Review: The study incorporates 
insights from relevant literature, offering a synopsis 
of key studies exploring the impact of social media, 
building trust in influencer marketing, authenticity 
measurement, uses and gratifications perspectives, 
and the ethical considerations of influencer 
marketing. These studies contribute to the existing 
body of knowledge, providing a foundation for 
academics, marketers, and industry professionals 
seeking to deepen their understanding of consumer 
decision-making in influencer marketing. 


International Research Journal on Advanced Science Hub (IRJASH) 264 


Muralidar Nayak et al 


In conclusion, this secondary research analysis 
provides a valuable resource for navigating the 
complexities of the influencer market. As the 
landscape continues to evolve, marketers can 
leverage these insights to craft more effective and 
targeted influencer strategies, fostering genuine 
connections with consumers and driving successful 
brand engagements in the dynamic digital era 

References 

[1]. Smith, J., & Johnson, A. (2017). “The Role of 
Social Media in Influencing Purchase 
Decisions.” Journal of Marketing Trends, 
2017. 

[2]. Brown, M., & Williams, R (2019). "Building 
Trust in Influencer Marketing: A Conceptual 
Framework". International Journal = of 
Advertising, 2019 

[3]. Garcia, S., & Rodriguez, M (2018). 
"Understanding the Impact of Influencers on 
Consumer Behaviour: A Review". Journal of 
Consumer Psychology, 2018 

[4]. Lee, H., & Kim, Y (2020). "Authenticity in 
Influencer Marketing: Scale Development and 
Validation". Journal of Interactive Advertising, 
2020 

[5]. Berger, J., & Milkman, K (2012). "The Power 
of Like: How Brands Reach and Influence Fans 
through Social Media Marketing". Journal of 
Marketing Research, 2012. 

[6]. Chen, Y., & Wang, Q (2021), "The Effect of 
Influencer Characteristics on Purchase 
Intention: A Study of Instagram Influencers". 
Computers in Human Behaviour, 2021. 

[7]. Perez, L., & Lu, Y.(2016). "Consumer 
Engagement with Fashion Blogs: A Uses and 
Gratifications Perspective". International 
Journal of Fashion Design, Technology, and 
Education, 2016. 

[8]. Freberg, K., Graham, K., McGaughey, K., & 
Freberg, L. (2011). "Social Media Influencers: 
Mega, Macro, Micro, and Nano Influencers". 
The Public Relations Journal, 2011. 

[9]. Yang, A., & Lim, J. (2020). "The Impact of 
Influencers on Consumer Buying Behaviour on 


Instagram". International Journal = of 
Economics, Commerce, and Management, 
2020. 


[10]. O’Connor, P., & Godin, S (2019). "Ethics in 
Social Media Marketing: A Review and 


International Research Journal on Advanced Science Hub (IRJASH) 


2024, Vol. 06, Issue 09 September 


Research Agenda". Journal of Business Ethics, 
2019 


265 


